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Abstract: This study examines the effects of security, transaction speed, and ease of use on customer loyalty in 

the context of e-wallet usage within Indonesian marketplace platforms. As digital payment systems continue to 

gain traction, understanding the factors that influence customer loyalty is crucial for e-wallet providers. The 

research is based on the Technology Acceptance Model (TAM) and ES-QUAL, using data from 119 respondents, 

primarily students aged 21–25. The measurement instruments used in the study were confirmed to be valid and 

reliable, with item-total correlation values exceeding the critical threshold and Cronbach’s Alpha values above 

0.743. The data met the assumptions for normality, with no issues of multicollinearity or autocorrelation, although 

heteroscedasticity was observed in the security variable. Using multiple linear regression analysis, the study found 

that all three variables—security, transaction speed, and ease of use—significantly affected customer loyalty. Ease 

of use had the highest impact (β = 0.280, p = 0.001), followed by security (β = 0.284, p = 0.001), and transaction 

speed (β = 0.228, p = 0.007). The regression model explained 33.7% of the variation in customer loyalty (R² = 

0.337). These findings highlight the importance of creating user-friendly interfaces, ensuring fast and efficient 

transactions, and providing strong data protection in building customer loyalty. Recommendations for e-wallet 

providers and policymakers include enhancing service quality and promoting broader adoption of digital financial 

services. 
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1. INTRODUCTION 

The development of digital wallets (e-wallets) within marketplace platforms in Indonesia 

has shown a significant upward trend, driven by the rapid advancement of financial technology 

and the increasing rate of digital adoption. E-wallets, which facilitate cashless transactions, 

have become the most preferred payment method among consumers, especially in e-commerce 

platforms such as Tokopedia, Shopee, and Bukalapak (Karim et al., 2020). According to a 

report by Bank Indonesia, the value of digital transactions in 2023 reached IDR 1,846 trillion—

an increase of 22.43% compared to the previous year—highlighting the important role of e-

wallets in the digital transformation of the financial sector (Seng et al., 2023). This figure 

highlights the crucial role of e-wallets in the ongoing digital transformation of the financial 

sector. 

The integration of digital payment services such as GoPay, ShopeePay, OVO, Dana, and 

LinkAja into marketplace platforms not only enhances convenience for users but also 

accelerates the growth of the digital economy (Ulansari & Yudantara, 2021). A Katadata survey 

reported that 74% of users prefer digital wallets as their primary payment method, with 79% 

using them for online shopping. Furthermore, 61% of users rely on more than one e-wallet to 

meet diverse transactional needs (Dhanesworo, 2022). These trends underscore the practical 

value of e-wallets in simplifying the consumer shopping experience in the digital age. 
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However, despite the rapid growth of digital payment adoption, e-wallet platforms 

continue to face ongoing challenges related to security, transaction speed, and ease of use. 

Users demand systems that are secure from cybercrime threats and offer uninterrupted, rapid 

transaction processing (Nowroozi et al., 2023). Research findings have revealed recurring 

security vulnerabilities, data breaches, and technical problems such as system lag and 

application errors (Kee, 2022; Narendrar et al., 2023). These issues significantly impact user 

satisfaction and pose a risk to customer loyalty, especially in a highly competitive digital 

payment environment (Narendrar et al., 2023). Additionally, usability issues, such as the lack 

of interoperability between platforms, also affect the user experience (Razali et al., 2020). 

Theoretically, this study adopts the Technology Acceptance Model (TAM) developed by 

Davis (1989), which emphasizes two primary factors: perceived usefulness and perceived ease 

of use. Effective security measures enhance perceived usefulness by increasing users’ 

confidence and trust in digital payment platforms (kee, 2022). Meanwhile, responsive 

interfaces and quick system navigation contribute to perceived ease of use (Shaikh & Amin, 

2024). 

This study also employs the ES-QUAL model developed by Parasuraman et al. (2005) to 

assess digital service quality across four dimensions: efficiency, system availability, 

fulfillment, and privacy. In the context of e-wallet usage, security relates to privacy, transaction 

speed aligns with efficiency and system availability, and ease of use corresponds to the 

fulfillment dimension (Saraswat & Chouhan, 2022). 

Although various studies have discussed user satisfaction and trust in digital financial 

services, few have specifically examined the combined influence of security, speed, and 

usability on customer loyalty, particularly in the context of e-wallets integrated with digital 

marketplaces in Indonesia. Therefore, this research aims to fill this gap by analyzing how these 

factors contribute to user loyalty, supported by the theoretical frameworks of TAM and ES-

QUAL.  

 

2. LITERATURE REVIEW 

Theoretical Foundation 

Technology Acceptance Model (TAM) 

The Technology Acceptance Model (TAM), developed by Davis (1989), is a well-

established theory used to explain individual behavior toward the adoption of technology. This 

model posits that perceived usefulness and perceived ease of use are two key factors 

influencing an individual’s intention to use a technology system. These factors affect the user's 
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attitude toward use, which in turn shapes their intention to use and ultimately their actual 

system usage (Davis, 1989; Jogiyanto, 2007). 

In the context of e-wallets, perceived usefulness refers to the extent to which users believe 

that the system can help them perform financial transactions quickly, securely, and efficiently. 

Security features such as two-factor authentication and data encryption significantly enhance 

user trust, making the system more valuable and reliable in daily use (Wahyuningsih & 

Nirawati, 2022). 

Perceived ease of use, on the other hand, is defined as the degree to which users believe 

that using the system will be free of effort. This includes having a user-friendly interface, 

intuitive navigation, and accessible features such as transaction history, fund transfers, and 

payment verification. According to Shaikh and Amin (2024), perceived ease of use is a strong 

predictor of users’ willingness to adopt and continue using digital financial platforms. 

TAM also helps explain how early perceptions of security and speed shape users’ 

expectations and behaviors. Riantini et al.,(2018); Karim et al. (2020) found that usability and 

system efficiency significantly influence technology adoption among digital-native consumers. 

Therefore, TAM is highly relevant for analyzing how perceived security, transaction speed, 

and usability affect customer loyalty in digital financial services. The TAM model has been 

widely applied across different technological domains, including mobile banking, QR-code 

payments, and cloud-based financial applications. One of its key strengths is its ability to 

explain user behavior based on subjective perceptions rather than demographic characteristics 

Ling et al. (2023). 

Electronic Service Quality (ES-QUAL) 

Electronic Service Quality (ES-QUAL), introduced by Parasuraman, Zeithaml, and 

Malhotra (2005), is a measurement model developed to assess the quality of services delivered 

via online platforms. ES-QUAL includes four core dimensions: efficiency, system availability, 

fulfillment, and privacy. 

Efficiency reflects how easily and quickly users can access and utilize the service. In e-

wallets, efficiency is defined by fast loading times, system responsiveness, and smooth 

transaction execution (Zia et al., 2022). System availability describes the reliability of the 

system in delivering consistent and uninterrupted service. Frequent system errors or 

unannounced maintenance can significantly erode user trust (Ramadania, 2021). Fulfillment 

refers to the system's ability to deliver on its promises, such as completing transactions 

successfully and providing accurate information (Zia et al., 2022). This is closely tied to ease 

of use. Privacy relates to the protection of personal and financial data. In the digital finance 
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ecosystem, privacy assurance plays a critical role in building long-term user trust, especially in 

light of increasing data breach incidents (Indama, 2022; ; Rahi et al., 2023). 

Wahyuningsih and Nirawati (2022) confirmed that service quality, as measured by the 

ES-QUAL framework, has a direct impact on customer loyalty toward e-wallet platforms. High 

performance in these four dimensions strengthens user satisfaction, which in turn fosters trust 

and loyalty in a competitive digital environment. The use of ES-QUAL in this study allows for 

a holistic assessment of service quality—not only from a technical perspective but also from 

the user’s psychological and behavioral standpoints. When e-wallet platforms perform well 

across efficiency, system availability, fulfillment, and privacy, users are more likely to remain 

loyal despite market saturation and technological changes. 

Hypothesis Development 

The Influence of Security on Customer Loyalty 

Security is a fundamental factor in e-wallet usage as it directly influences users’ trust in 

safeguarding their personal and financial data. In the digital environment, users expect 

encryption, two-factor authentication, and fraud detection systems to be reliably implemented 

(Hidayah et al., 2021). Prior studies confirm that strong security features minimize perceived 

risks and enhance user comfort during transactions (Marhaendra & Mahyuzar, 2023). 

According to the ES-QUAL model, security falls under the privacy dimension, which 

significantly contributes to building customer loyalty (Parasuraman et al., 2005). When users 

feel protected, their commitment to continue using a specific e-wallet increases. 

Further, research by Diva and Anshori (2024) emphasized that trust established through 

secure systems strongly influences customer retention. Wahyuningsih and Nirawati (2022) also 

found that users tend to remain loyal to e-wallet platforms offering optimal protection from 

cyber threats. Nevertheless, a report by Mutia (2022) revealed that digital wallets remain 

among the most vulnerable financial products to data breaches, urging providers to 

continuously enhance their cybersecurity measures. Hence, the following hypothesis is 

proposed: 

H1: Security has a positive and significant effect on customer loyalty in the use of e-wallets 

on marketplace platforms. 

The Influence of Transaction Speed on Customer Loyalty 

Transaction speed is one of the key competitive advantages of e-wallets over traditional 

payment systems. In the ES-QUAL model, speed is part of the efficiency and system 

availability dimensions, which directly impact user satisfaction and loyalty (Tiwari et al., 

2023). Bagra et al. (2023) argue that fast, seamless transactions enhance customer experience 
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and reduce friction, making users more inclined to stay loyal. This is consistent with TAM, 

which suggests that system performance—including speed—affects perceived usefulness and 

ease of use (Davis et al., 1989). According to Dhanesworo (2022), users increasingly prefer e-

wallets for their ability to handle transactions efficiently during e-commerce interactions. 

Seng et al., (2023) highlighted that app failures or delays during transactions are among 

the top reasons for declining user satisfaction. Wardani and Susanti (2024) confirmed that a 

fast transaction system significantly affects loyalty, particularly among Gen Z users who 

demand instant digital experiences. When users consistently enjoy smooth transactions, their 

tendency to switch to competitors decreases. Therefore, speed not only improves functionality 

but also reinforces long-term user commitment. Based on this, the second hypothesis is stated 

as follows: 

H2: Transaction speed has a positive and significant effect on customer loyalty in the use of e-

wallets on marketplace platforms. 

The Influence of Ease of Use on Customer Loyalty 

Ease of use refers to how effortlessly users can navigate and utilize an e-wallet 

application. In the Technology Acceptance Model (TAM), perceived ease of use is one of the 

primary predictors of user adoption and loyalty (Davis et al., 1989; Kee, 2022). Ismi and 

Abdilla (2023) emphasized that a user-friendly interface with intuitive navigation increases 

convenience and satisfaction. Additionally, Astuti and Mahmud (2023) observed that ease of 

interaction directly enhances loyalty by lowering cognitive effort and increasing repeat usage. 

Applications that simplify tasks—such as registration, top-ups, and payments—tend to retain 

users longer. 

Previous studies also confirmed that ease of use contributes significantly to customer 

loyalty by fostering positive user experiences (Susanti, 2023; Dirnaeni et al., 2021). In the 

Indonesian context, apps like DANA and ShopeePay that offer seamless navigation and 

efficient features enjoy higher customer retention rates (Ningsih, 2023). Shaikh and Amin 

(2024) further noted that ease of use shapes users' emotional attachment to digital services, 

ultimately influencing their long-term loyalty. Therefore, the final hypothesis is: 

H3: Ease of use has a positive and significant effect on customer loyalty in the use of e-wallets 

on marketplace platforms. 
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Figure 1. Conceptual Framework. 

 

3. METHOD 

Research Approach 

This research uses a quantitative approach because all data collected are in numerical 

form and analyzed using statistical techniques to test the hypotheses that have been previously 

formulated. This approach allows researchers to objectively measure the influence between 

variables, in this case, security, speed, and ease of use in e-wallet usage on customer loyalty in 

the marketplace. According to Sugiyono (2020), the quantitative approach is deductive, 

objective, and systematic and relies on scientific logic tested with structured statistical 

procedures. This approach is also considered appropriate because the focus of the research 

relates to digital user behavior, which tends to be measurable through standardized variables 

(Wahyuningsih & Nirawati, 2022). In addition, the quantitative approach has been widely used 

in various previous studies that examined user loyalty toward digital financial services (Kumala 

et al., 2020), thereby further strengthening the relevance of this method in the context of this 

study. 

Population and Sample 

The population in this study consists of active e-wallet users who have made transactions 

through marketplace platforms, especially in the Pontianak City area. This population 

characteristic was chosen because it represents a group of digital users who are quite active in 

the local e-commerce ecosystem. To obtain representative and relevant data, purposive 

sampling was used, which is a sampling technique that considers specific criteria relevant to 

the research objectives. The criteria set are that respondents must be over 17 years old, have 

used one or more e-wallets, and have made transactions through marketplaces such as Shopee, 

Tokopedia, or Bukalapak. According to Ferdinand (2014), the minimum sample size can be 

calculated by multiplying the number of variables in the study by 25. In this study, there are 
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four variables, namely security, speed, ease of use, and customer loyalty, so the minimum 

number of samples is 100 respondents (4 × 25). However, to improve the reliability of the data 

and anticipate invalid responses, the number of respondents determined is 100 people. 

Research Instrument 

This study focuses on four primary constructs, which are defined as follows: Security 

(X1), Speed (X2), and Ease of Use (X3) as independent variables, and Customer Loyalty (Y) 

as the dependent variable. These constructs reflect key components of the Technology 

Acceptance Model (TAM) and ES-QUAL framework, emphasizing how user perceptions of 

usability, efficiency, and protection contribute to behavioral loyalty in digital financial 

services. Together, these variables provide a comprehensive perspective on user acceptance 

and satisfaction with e-wallet platforms, particularly in the context of marketplace usage in 

Indonesia. Table 1 presents the operational definitions and measurement indicators applied in 

this research. 

Table 1. Indicators. 

No 
Variabel 

Name 
Definition Indicators 

1 Security 

Security refers to the belief that a 

technology system can prevent fraud 

in an information-based system, where 

the data does not involve physical 

handling. (Rahmawati et al., 2020) 

X1.1 I feel the risk of using this e-wallet is 

minimal. 

X1.2 I believe my financial information is 

protected when using the e-wallet. 

X1.3 I am confident that the security of this e-

wallet supports my comfort as a user. 

2 Speed 

Speed is the e-wallet’s ability to 

process transactions quickly and 

responsively, which contributes to user 

satisfaction. 

(Mustaqor & Winanto, 2022) 

X2.1 I can make e-wallet transactions anytime 

and anywhere. 

X2.2 The transaction process using the e-wallet 

is fast. 

x2.3 The e-wallet app responds quickly during 

use. 

X2.4 I rarely experience delays in completing 

transactions. 

X2.5 I can complete payments with the e-wallet 

in a short time. 

3 Ease of Use 

Ease of use refers to the extent to 

which users believe that using the 

system requires little effort and is easy 

to understand. 

(Astusi & Mahmud, 2023; Susanti & 

Parera, 2021) 

X3.1 I can easily understand how this e-wallet 

works. 

X3.2 This e-wallet application is easy to use 

without assistance. 

X3.3 This e-wallet is flexible and usable in 

various situations. 

X3.4 This e-wallet makes it easier for me to 

complete transactions on the marketplace. 
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Customer 

Loyalty 

Customer loyalty is the user’s 

commitment to continue using and 

recommending the e-wallet, even 

when facing competing offers. 

(Kotler & Keller, 2016, in Desti et al., 

2021) 

Y1. I will continue using this e-wallet for future 

transactions. 

Y2. I will recommend this e-wallet to others. 

Y3. I prefer this e-wallet over other options. 

 

Data Collection Technique 

Data collection was conducted using an online survey method, in which the questionnaire 

was distributed via the Google Form platform. The survey was shared through social media 

such as WhatsApp, Telegram, and Instagram, which are common communication tools among 

e-wallet users in Indonesia. This method was chosen because it allows researchers to reach 

respondents in a short time, without geographical barriers, and at a lower operational cost. 

According to Sugiyono (2020), surveys are an effective way to collect primary data directly 

from respondents through systematically prepared questions. Furthermore, this method is 

suitable given the characteristics of respondents who are active users of digital financial 

services (Wahyuningsih & Nirawati, 2022). 

Data Analysis Technique 

Before the data were analyzed, validity and reliability tests were conducted to ensure that 

the instruments used were able to measure the intended constructs consistently and accurately. 

Validity was tested using the Pearson correlation technique, while reliability was tested using 

Cronbach's Alpha value, with a minimum threshold of 0.6. After ensuring that the instrument 

met the valid and reliable requirements, classical assumption tests were conducted, including 

tests for normality, multicollinearity, and heteroscedasticity. The main analysis technique used 

in this study is multiple linear regression. This method is used because it can test the influence 

simultaneously and partially between independent variables and the dependent variable. 

According to Ghozali (2021), multiple linear regression is an appropriate technique to analyze 

the relationship between two or more independent variables and one dependent variable, 

especially in the context of social research and consumer behavior. This technique is also used 

in various studies related to customer loyalty in digital services, including by Kumala et al., 

(2020) who used a similar approach in examining e-wallet applications based on the digital 

behavior of Indonesian society. 
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4. RESULT AND DISCUSSION 

Demographic Characteristics 

A total of 119 respondents participated in this study. Based on gender distribution, the 

sample consisted of 64 females (53.8%) and 55 males (46.2%), indicating a relatively balanced 

gender composition with a slight female majority. In terms of age, most participants were 

between 21–25 years old (42.9%, n = 51), followed by 26–30 years old (33.6%, n = 40), and 

18–20 years old (22.7%, n = 27), while only 1 respondent (0.8%) was over 30 years old. This 

suggests that the sample primarily represents a young and digitally active demographic. 

Regarding employment status, the majority of respondents were students (50.4%, n = 60), 

followed by private sector employees (34.5%, n = 41), with smaller portions identifying as 

entrepreneurs (6.7%, n = 8), civil servants (4.2%, n = 5), and others (4.2%, n = 5). This 

demographic profile reflects a population that is either still in education or in the early stages 

of their careers, aligning well with the study's objective to explore digital payment behavior 

among young adults. 

Table 2. Demographic Characteristics. 

Gender n % 

Female 64 53,8 

Male 55 46,2 

Total 119 100 

Age n  

18–20 years old 27 22,7 

21–25 years old 51 42,9 

26–30 years old 40 33,6 

31+ years old 1 0,8 

Total 119 100 

Employment Status   

Student 60 50,4 

Private Sector Employee 41 34,5 

Entrepreneur 8 6,7 

Civil Servant 5 4,2 

Other* 5 4,2 

Total 119 100 

 

Validity and Reability 

To ensure the accuracy of the measurement instruments, validity and reliability tests were 

carried out using responses from 119 participants. The results of the validity test showed that 

all items had Corrected Item-Total Correlation values exceeding the r-table threshold of 0.180 

(df = 117, α = 0.05), with values ranging from 0.803 to 0.843 for Security (X1), 0.810 to 0.839 
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for Speed (X2), 0.818 to 0.831 for Ease of Use (X3), and 0.802 to 0.823 for Customer Loyalty 

(Y). These results confirm that each item is sufficiently correlated with its respective construct 

and can be considered valid. 

The reliability test further demonstrated that the instruments used in this study possess 

high internal consistency. The Cronbach’s Alpha values for each variable were 0.732 for 

Security, 0.882 for Speed, 0.841 for Ease of Use, and 0.739 for Customer Loyalty all of which 

exceed the minimum acceptable threshold of 0.60 as suggested by Sugiyono (2020). These 

findings confirm that the measurement items are both valid and reliable for assessing the 

constructs in question. 

Table 3. Validity and Reability. 

Variabel 
Corrected Item-Total 

Correlation 

Cronbach's Alpha if Item 

Deleted 

Keamanan 

X1.1 0,817 0,732 

X1.2 0,803 
 

X1.3 0,803 
 

Kecepatan 

X2.1 0,839 0,882 

X2.2 0,843 
 

X2.3 0,810 
 

X2.4 0,811 
 

X2.5 0,832 
 

Kemudahan 

X3.1 0,826 0,841 

X3.2 0,818 
 

X3.3 0,821 
 

X3.4 0,831 
 

Loyalitas pelanggan 

Y1 0,811 0,739 

Y2 0,823 
 

Y3 0,802 
 

Source: Data Processing, 2025. 

 

Normality Test 

A normality test was conducted prior to regression analysis to confirm that the residuals 

followed a normal distribution, a key assumption for parametric statistical procedures. The 

Kolmogorov-Smirnov test yielded an Asymp. Sig. (2-tailed) value of 0.200, which is greater 

than the 0.05 threshold. This indicates that the residuals are normally distributed. With a sample 

size of 119, this result confirms that the assumption of normality is satisfied, allowing the 

regression analysis to proceed reliably. 
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Table 4. Normality Test. 

Unstandardized Residual 

N     119 

Normal Parametersa,b Mean   0,0000000 

  Std. Deviation   1,82031604 

Most Extreme Differences Absolute   0,059 

  Positive   0,046 

  Negative   -0,059 

Test Statistic     0,059 

Asymp. Sig. (2-tailed)c     0,200c,d 

Source: Data Processing, 2025. 

Multicollinearity Test 

The multicollinearity test was conducted to identify any strong linear relationships 

among the independent variables that could potentially affect the stability and interpretability 

of the regression coefficients. The analysis revealed that the Variance Inflation Factor (VIF) 

values for each independent variable X1 (Security) = 1.093, X2 (Speed) = 1.185, and X3 (Ease 

of Use) = 1.166 are all well below the commonly accepted threshold of 10. Similarly, the 

tolerance values—0.915 for X1, 0.844 for X2, and 0.858 for X3 are above the minimum 

recommended value of 0.1 (Sugiyono, 2020). These results indicate that multicollinearity is 

not present in the model, confirming that the estimated regression coefficients are stable and 

the independent variables are sufficiently distinct for further analysis. 

Table 5. Multicollinearity Test. 

Model 

  

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics   

  Beta     Tolerance VIF 

1 (Constant)   3,882 0,000     

  Total X1 0,284 3,538 0,001 0,915 1,093 

  Total X2 0,228 2,728 0,007 0,844 1,185 

  Total X3 0,280 3,386 0,001 0,858 1,166 

Source: Data Processing, 2025. 

 

Autocorrelation Test 

The autocorrelation test was conducted to examine whether serial correlation existed 

among the residuals of the regression model. Based on the output, the Durbin-Watson value 

was 1.844, which falls comfortably within the acceptable range of 1.5 to 2.5 (Turner, 2020; 

Sugiyono, 2020). This indicates that there is no evidence of autocorrelation, and thus, the 
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residuals are independent across observations. With this assumption satisfied, the regression 

results can be interpreted reliably without concerns about error correlation. 

Table 6. Autocorrelation Test. 

Model Std. Error of the Estimate Durbin-Watson 

1 1,844 1,844 

Source: Data Processing, 2025. 

 

Heteroscedasticity Test 

The heteroscedasticity test was conducted to evaluate whether the variance of residuals 

remained consistent across different values of the independent variables. This test is essential 

for validating one of the classical assumptions of linear regression. The Glejser method was 

applied with a 5% significance threshold (α = 0.05), following the guideline by Sugiyono 

(2020). Based on the regression output, the significance value for Total X1 (Security) is 0.000, 

which is below the 0.05 threshold, indicating the presence of heteroscedasticity for this 

variable. In contrast, the significance values for Total X2 (Speed) at 0.099 and Total X3 (Ease 

of Use) at 0.332 are above 0.05, suggesting no heteroscedasticity for these variables. Therefore, 

the model exhibits partial heteroscedasticity, specifically related to the Security variable. This 

condition should be taken into consideration when interpreting the regression coefficients, as 

it may affect the consistency of standard error estimates. 

Table 7. Heteroscedasticity Test. 

Model 

  

Standardized Coefficients t Sig. 

  Beta     

1 (Constant)   7,100 0,000 

  Total X1 -0,339 -3,872 0,000 

  Total X2 -0,152 -1,664 0,099 

  Total X3 -0,088 -0,088 0,332 

a. Dependent Variable: abs_res 

Source: Data Processing, 2025. 

F Test 

The F-test was conducted to evaluate the overall significance of the regression model and 

to determine whether the combination of independent variables Security (X1), Speed (X2), and 

Ease of Use (X3) significantly influences Customer Loyalty (Y). Based on the ANOVA table, 

the model yielded an F-statistic of 18.361 with a significance value of 0.000, which is well 

below the 0.05 threshold (Sugiyono, 2020). This result confirms that the three independent 

variables, when taken together, have a statistically significant impact on the dependent variable. 
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Therefore, the regression model is considered valid for explaining variations in customer 

loyalty within the context of e-wallet usage on marketplace platforms. 

Table 8. F Test. 

ANOVAa 

Model   Sum of Squares df Mean Square F Sig. 

1 Regression 187,287 3 62,429 18,361 .000b 

  Residual 390,999 115 3,400     

  Total 578,286 118       

a. Dependent Variable: Total Y 

b. Predictors: (Constant), Total X1, Total X3, Total X2 

Source: Data Processing, 2025. 

T Test 

The t-test was conducted to examine the individual effect and statistical significance of 

each independent variable Security (X1), Speed (X2), and Ease of Use (X3) on Customer 

Loyalty (Y). Using a 5% significance level as the benchmark (α = 0.05; Sugiyono, 2020), the 

results demonstrate that all three variables have a statistically significant positive influence on 

customer loyalty. Security (X1) produced a significance value of 0.001 with a standardized 

coefficient (β) of 0.280, indicating a moderately strong effect. Similarly, Speed (X2) was 

significant at 0.001 with the highest beta coefficient of 0.284, suggesting it is the most 

influential factor in the model. Ease of Use (X3) also showed a significant effect, with a Sig. 

value of 0.007 and a β of 0.228. These results confirm that each independent variable 

individually contributes to enhancing customer loyalty in the context of e-wallet usage on 

marketplace platforms. 

Table 9. T Test. 

Coefficientsa 

Model   

Unstandardized 

Coefficients   

Standardized 

Coefficients t Sig. 

    B 

Std. 

Error Beta     

1 (Constant) 4,253 1,096   3,882 0,000 

  Total X2 0,240 0,068 0,284 3,538 0,001 

  Total X3 0,110 0,040 0,228 2,728 0,007 

  Total X1 0,181 0,053 0,280 3,386 0,001 

Source: Data Processing, 2025. 

R2 Test 

The R² test was conducted to assess the proportion of variance in the dependent variable 

that can be explained collectively by the independent variables. The results show an R² value 

of 0.324, indicating that 32.4% of the variation in Customer Loyalty (Y) can be attributed to 
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Security (X1), Speed (X2), and Ease of Use (X3). Furthermore, the Adjusted R² value of 0.306 

suggests that the model retains an acceptable level of explanatory power even after adjusting 

for the number of predictors included (Sugiyono, 2020). These findings imply that while the 

regression model offers a meaningful explanation of the outcome variable, additional external 

or unmeasured factors may also contribute to customer loyalty and warrant further 

investigation. 

Table 10. R2 Test. 

Model Summaryb 

Model R Square Adjusted R Square 

1 0,324 0,306 

Source: Data Processing, 2025. 

To examine the direct relationships proposed in the research framework, this study 

employed a multiple regression analysis. The acceptance of each hypothesis was determined 

based on the significance value (p-value), with a threshold of p < 0.05 (Sugiyono, 2020). 

Additionally, the observed t-values were compared to the critical value of approximately 1.979 

(df = 118, α = 0.05, two-tailed). The regression results confirmed that all three independent 

variables—Security (X1), Speed (X2), and Ease of Use (X3)—had significant effects on 

Customer Loyalty (Y), as indicated by p-values below 0.05 and t-values exceeding the critical 

threshold. Therefore, all the proposed hypotheses in this study are supported. 

Standardized beta coefficients were used to assess the strength and direction of the 

relationships. Security (X1) had a significant positive influence on customer loyalty, with a 

beta coefficient of 0.284 (t = 3.538, p = 0.001). Speed (X2) also showed a positive and 

significant effect, with a beta value of 0.228 (t = 2.728, p = 0.007). Ease of Use (X3) contributed 

positively to customer loyalty as well, with a beta coefficient of 0.280 (t = 3.386, p = 0.001). 

These findings reinforce the importance of all three constructs as drivers of customer loyalty 

in the context of e-wallet usage on marketplace platforms. 

Although this study did not explore mediating effects, the substantial beta values suggest 

future research may benefit from examining potential mediators such as trust, satisfaction, or 

perceived value. In conclusion, the findings support the theoretical assumptions of the 

Technology Acceptance Model (TAM) and ES-QUAL, demonstrating that improving Security, 

Speed, and Ease of Use can significantly enhance consumer loyalty in the digital payment 

environment. 
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Table 11. Hypothesis Test. 

# Relationship Hypothesis Stabdardized Beta t Sig. Decision 

1 Total X1 > Total Y h1 0,284 3,538 0,001 Supported 

2 Total X2 > Total Y h2 0,228 2,728 0,007 Supported 

3 Total X3 > Total Y h3 0,280 3,386 0,001 Supported 

Mediation effect 
Source: Data Processing, 2025. 

Discussion 

This study investigates the influence of security, speed, and ease of use on customer 

loyalty in the context of e-wallets on marketplace platforms, using the Technology Acceptance 

Model (TAM) and ES-QUAL as the theoretical framework. The validity test confirmed that all 

indicator items for the variables—security (X1), speed (X2), ease of use (X3), and customer 

loyalty (Y)—were valid, with corrected item-total correlation values exceeding the r-table 

threshold (0.180). Reliability tests showed Cronbach’s Alpha coefficients above 0.743 for all 

variables, indicating that the measurement instruments used in this study are internally 

consistent and reliable. The Kolmogorov–Smirnov test for residual normality yielded a Sig. 

value of 0.200, suggesting that the residuals are normally distributed and that the assumption 

of normality is met. Multicollinearity was not detected, with all VIF values ranging between 

1.093 and 1.185 and tolerance values above 0.844, while the Durbin-Watson statistic of 1.844 

indicated no presence of autocorrelation. However, the Glejser test revealed signs of 

heteroscedasticity for the security variable, which should be considered when interpreting the 

regression results. 

The multiple linear regression analysis confirmed that security, speed, and ease of use 

significantly influence customer loyalty (Sig. = 0.000). The coefficient of determination (R² = 

0.324) indicates that 32.4% of the variation in customer loyalty is explained by the independent 

variables, while the remainder is influenced by other factors outside the model. Individually, 

all variables demonstrated significant effects, with security having the strongest influence (β = 

0.284, Sig. = 0.001), followed by ease of use (β = 0.280, Sig. = 0.001), and speed (β = 0.228, 

Sig. = 0.007). These findings are consistent with TAM, which posits that perceived ease of use 

contributes to the user’s intention to continue using a technology. The results also support the 

application of ES-QUAL in digital service environments, suggesting that service quality 

dimensions such as efficiency, system availability, and privacy directly impact customer 

retention. Therefore, the combination of usability and service quality plays a critical role in 

fostering e-wallet loyalty. 
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From a managerial perspective, this study highlights the importance of prioritizing 

platform usability, transaction speed, and user data protection. These factors are particularly 

relevant to the majority demographic in this study—users aged 21–25 years (42.9%), with a 

large proportion being students (50.4%)—who are typically more responsive to intuitive digital 

interfaces and real-time transaction processing. While speed has a slightly smaller effect, it 

remains essential to ensure seamless transaction experiences. The results underscore the 

applicability of TAM and ES-QUAL in explaining user loyalty toward financial technologies 

in emerging digital markets. They also suggest that psychological perceptions, such as ease and 

reliability, can significantly influence behavior beyond technical functionality. To enhance 

customer loyalty, service providers must address both technological usability and perceived 

service quality through thoughtful design, transparent communication, and customer-centric 

improvements. 

 

5. CONCLUSION 

This study provides empirical insights into the factors that influence customer loyalty 

toward the use of e-wallets on marketplace platforms in Indonesia. Based on the Technology 

Acceptance Model (TAM) and the ES-QUAL framework, the findings demonstrate that 

security, speed, and ease of use significantly affect customer loyalty. Among these variables, 

security emerged as the most influential factor, followed by ease of use and speed. This 

underscores the importance of building user trust through secure systems, while also 

maintaining intuitive interfaces and rapid transaction processing. The model explains 32.4% of 

the variance in customer loyalty, reflecting moderate explanatory power and indicating that 

additional factors may also contribute and warrant further research. 

Although the heteroscedasticity test identified variability in the security variable, no 

issues of multicollinearity or autocorrelation were detected, and the normality assumption was 

fulfilled with a significance value of 0.200. These results affirm the robustness and reliability 

of the regression model. Demographically, most respondents were students aged 21–25 

years—a digitally literate segment likely to be critical of platform functionality. This finding 

highlights the need for e-wallet services to continuously improve aspects of usability, speed, 

and especially security to meet the expectations of this user group and reinforce customer 

loyalty in a competitive market. 

In practical terms, this research offers valuable implications for developers, marketers, 

and policymakers aiming to strengthen the adoption of e-wallets in Indonesia. Service 

providers should prioritize not only technical performance but also user communication and 
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digital literacy to increase perceived value. Reinforcing security features, enhancing system 

responsiveness, and simplifying platform navigation are essential measures to retain users. 

Policymakers can draw on these findings to design regulations and outreach initiatives that 

foster digital financial inclusion by promoting user trust and operational reliability. As digital 

transactions become an integral part of daily life, cultivating customer loyalty through 

perceived safety, efficiency, and simplicity will be critical for long-term success and 

sustainable growth in the digital economy. 

LIMITATIONS AND FUTURE RESEARCH 

One notable limitation of this study is the cross-sectional design, which restricts the 

ability to determine causal relationships between security, speed, ease of use, and customer 

loyalty. Although significant associations were found, future research using longitudinal data 

would be beneficial to observe how these relationships evolve over time. Additionally, the 

study relied solely on self-reported survey data, which may be subject to social desirability or 

recall bias. The demographic concentration of respondents primarily students aged 21–25 also 

limits the generalizability of the findings to other age groups or occupational backgrounds. 

Expanding future samples to include older adults or individuals with varied professional 

experiences could improve external validity. Moreover, this study focused only on three 

independent variables; incorporating other factors such as trust, perceived risk, or satisfaction 

may provide a more comprehensive view of what drives loyalty in e-wallet users. Lastly, 

cultural and regional differences were not explored, suggesting that future studies could 

conduct comparative analyses across different geographic areas to strengthen contextual 

insights. 

 

DAFTAR REFERENSI 

Astuti Dewi, Y., & Mahmud. (2023). Pengaruh Kemudahan Penggunaan, Manfaat, Keamanan 

Dan Promosi Terhadap Keputusan Penggunaan E-Wallet Ovo : Jurnal Mirai 

Management. https://doi.org/10.37531/mirai.v8i2.5650 

Bagra, G., Hussain, P., Ahmad, F. S., Rana, N., & Tiwari, V. (2023). A study on factors 

influencing the use of digital wallet and customer loyalty in e-payment system: assessing 

the mediating role of customer satisfaction. Journal of Informatics Education and 

Research. https://doi.org/10.52783/jier.v3i2.557 

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of 

information technology. MIS Quarterly, 13(3), 319–340. https://doi.org/10.2307/249008 

Dhanesworo, A. (2022). Dompet digital makin diminati. Katadata.co.id. https://katadata.co.id 

Dirnaeni, D., Handrijaningsih, L., Mariani T.R, S., & Anisah, A. (2021). PERSEPSI 

KEMUDAHAN, CUSTOMER RELATIONSHIP MANAGEMENT DAN KUALITAS 

https://doi.org/10.37531/mirai.v8i2.5650
https://doi.org/10.52783/jier.v3i2.557
https://doi.org/10.2307/249008
https://katadata.co.id/


 
 
 
 

The Effect of Security, Speed, and Ease on Customer Loyalty to E-Wallets on the Marketplace Platform 
 

324         Jurnal Mahasiswa Manajemen dan Akuntansi - Volume 4, Nomor 2, Oktober 2025  
 

 

 
 

LAYANAN TERHADAP LOYALITAS PELANGGAN E-WALLET MELALUI. 

Ultima Management: Jurnal Ilmu Manajemen, 13(2), 287-303. 

https://doi.org/https://doi.org/10.31937/manajemen.v13i2.2203 

Ferdinand. (2014). Metode Penelitian Manajemen: Pedoman Penelitian Untuk Skripsi, Tesis 

Dan Disertai Ilmu Manajemen. Universitas Diponegoro. 

Ghozali, I. (2021). Aplikasi Analisis Multivariate dengan Program IBM SPSS 26. Semarang: 

Badan Penerbit Universitas Diponegoro. http://www.bppdiponegoro.ac.id 

Indama, V. (2022). Digital governance: citizen perceptions and expectations of online public 

services. Interdisciplinary Studies in Society, Law, and Politics, 1(2), 12-18. 

https://doi.org/10.61838/kman.isslp.1.2.3 

Ismi, R. N., & Abdilla, M. (2023). Pengaruh citra merek, kualitas layanan, dan kemudahan 

penggunaan terhadap loyalitas konsumen yang dimediasi oleh kepuasan konsumen. 

Jurnal Ekonomi dan Bisnis Dharma Andalas, 25(2), 428–441. 

https://doi.org/10.47233/jebd.v25i2.973 

Jogiyanto, H. M. (2007). Sistem teknologi informasi: Pendekatan terstruktur teori dan praktik 

aplikasi bisnis. Andi. 

Karim, W., Haque, A., Ulfy, M. A., Hossain, M. I., & Anis, M. Z. (2020). Factors influencing 

the use of e-wallet as a payment method among malaysian young adults. Journal of 

International Business and Management. https://doi.org/10.37227/jibm-2020-2-21/ 

Kee, D. M. H. (2022). Do you have a digital wallet? a study of e-wallet during the covid-19 

pandemic. International Journal of Accounting Finance in Asia Pasific, 5(1). 

https://doi.org/10.32535/ijafap.v5i1.1413 

Kumala, M., Putri, I., & Herlina, D. (2020). Keamanan siber dan loyalitas pengguna e-wallet. 

Jurnal Sistem dan Keamanan Informasi, 2(3), 88–94. 

Mustaqor, A., & Winanto, S. (2022). The Effect of Payment Gateways and Ease of 

Transactions on Purchasing Decisions with Islamic Consumption Ethics as a Moderating 

Variable: A Case Study of Mukenah Dalanova Products, Widiping. Wahana Pendidikan 

Scientific Journal, 8(1), 748–758. 

Mutia, A. (2022). Survei: Ini produk keuangan yang dianggap rentan kebocoran data. 

Databoks.katadata.co.id. https://databoks.katadata.co.id 

Narendrar, N. A., Suseno, J. E., & Nugraheni, D. M. K. (2023). Factors influencing interest in 

continuing use of e-wallet using the technology acceptance model and task-technology 

fit. Mimbar Ilmu, 28(2), 221-230. https://doi.org/10.23887/mi.v28i2.61228 

Nowroozi, E., Seyedshoari, S., Mekdad, Y., Savaş, E., & Conti, M. (2023). Cryptocurrency 

wallets: assessment and security.. https://doi.org/10.48550/arxiv.2303.12940 

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). E-S-QUAL: A multiple-item scale 

for assessing electronic service quality. Journal of Service Research, 7(3), 213–233. 

https://doi.org/10.1177/1094670504271156 

Rahi, S., Alghizzawi, M., & Ngah, A. H. (2023). Understanding consumer behavior toward 

adoption of e-wallet with the moderating role of pandemic risk: an integrative 

perspective. Kybernetes, 53(11), 4818-4839. https://doi.org/10.1108/k-10-2022-1431 

Rahmawati, Y. D., Yuliana, R., Tinggi, S., Bank, I.E., & Jateng, B. (2020). Pengaruh Persepsi 

Manfaat, Persepsi Kemudahan, dan Persepsi Keamanan Terhadap Keputusan 

https://doi.org/https:/doi.org/10.31937/manajemen.v13i2.2203
http://www.bppdiponegoro.ac.id/
https://doi.org/10.61838/kman.isslp.1.2.3
https://doi.org/10.47233/jebd.v25i2.973
https://doi.org/10.37227/jibm-2020-2-21/
https://doi.org/10.32535/ijafap.v5i1.1413
https://doi.org/10.23887/mi.v28i2.61228
https://doi.org/10.48550/arxiv.2303.12940
https://doi.org/10.1177/1094670504271156


 
 
 

E-ISSN : 2828-7118; P-ISSN : 2828-7207, Hal. 307-325 
 

 

Penggunaan E-wallet Pada Mahasiswa Stie Bank Bpd Jateng.Econbank, 2(2),157-168. 

https://doi.org/10.35829/econbank.v2i2.215 

Ramadania, R. (2021). E-s-qual and e-recs-qual toward customer satisfaction, trust and loyalty 

in electronic banking services during the covid-19 pandemic. Matrik : Jurnal Manajemen, 

Strategi Bisnis Dan Kewirausahaan, 100. 

https://doi.org/10.24843/matrik:jmbk.2021.v15.i01.p09 

Razali, M., Mohd, N., Hadigunawan, N., & Saidon, R. (2020). Maqasid shariah hifz mal in e-

wallet application. Islamiyyat, 43(1), 113-120. https://doi.org/10.17576/islamiyyat-

2021-4301-10 

Saraswat, R., & Chouhan, V. (2022). The role of fulfillment and usability in e-wallet adoption 

in emerging markets. Journal of Internet Commerce, 21(3), 301–318. 

https://doi.org/10.1080/15332861.2022.2031982 

Seng, N. D., Ibrahim, N. F., Yin, L. S., & Maiyus, M. B. (2023). An empirical study on 

acceptance of e-wallet among malaysian university students. International Journal of 

Academic Research in Business and Social Sciences, 13(1). 

https://doi.org/10.6007/ijarbss/v13-i1/15728 

Shaikh, A. A., & Amin, M. (2024). Ease of use and mobile payment adoption: A generational 

perspective. Journal of Retailing and Consumer Services, 74, 103385. 

https://doi.org/10.1016/j.jretconser.2023.103385 

Sugiyono. (2020). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Alfabeta. 

Sugiyono. (2023). Metode Penelitian Kuantitatif, Kualitatif, dan R&D (Edisi Terbaru). 

Alfabeta. 

Susanti, N. (2023). Pengaruh persepsi kemudahan, kualitas layanan, dan risiko keamanan 

terhadap keputusan penggunaan e-wallet dalam transaksi keuangan. E-Jurnal Ekonomi 

Dan Bisnis Universitas Udayana, 407. https://doi.org/10.24843/eeb.2023.v12.i03.p05 

Tiwari et al., (2023). A study on factors influencing the use of digital wallet and customer 

loyalty in e-payment system: assessing the mediating role of customer satisfaction.. 

https://jier.org/index.php/journal/article/view/557 

Ulansari, L. P. E., & Yudantara, I. G. A. (2021). Pengaruh persepsi manfaat, persepsi 

kemudahan, persepsi kepercayaan, dan norma subjektif terhadap minat menggunakan 

sistem informasi pembayaran elektronik (e-payment). Jurnal Ilmiah Akuntansi dan 

Humanika, 11(2), 312–321. https://repo.undiksha.ac.id/5187/ 

Wahyuningsih, D., & Nirawati, L. (2022). Pengaruh kemudahan dan keamanan terhadap 

loyalitas pelanggan e-wallet aplikasi DANA. Jurnal Pendidikan Ekonomi (JURKAMI), 

7(3). https://doi.org/10.31932/jpe.v7i3.2123 

Wardani, A. K., & Susanti, A. (2024). Pengaruh kemudahan transaksi, kepercayaan pelanggan, 

dan keamanan terhadap loyalitas pelanggan pengguna e-wallet DANA pada Gen-Z di 

Solo Raya. Jurnal Real Riset, 6(1), 79–91. DOI: https://doi.org/10.47647/jrr.v6i1.2132 

Zia, S., Rafique, R., Rehman, H., & Chudhery, M. A. Z. (2022). A comparison between e-tailq 

and es-qual for measuring e-service quality in the retail industry: an emerging economy 

case. The TQM Journal, 35(8), 2228-2254. https://doi.org/10.1108/tqm-02-2022-0052 

Zia, S., Rafique, R., Rehman, H., & Chudhery, M. A. Z. (2022). A comparison between e-tailq 

and es-qual for measuring e-service quality in the retail industry: an emerging economy 

case. The TQM Journal, 35(8), 2228-2254. https://doi.org/10.1108/tqm-02-2022-0052 

https://doi.org/10.24843/matrik:jmbk.2021.v15.i01.p09
https://doi.org/10.17576/islamiyyat-2021-4301-10
https://doi.org/10.17576/islamiyyat-2021-4301-10
https://doi.org/10.1080/15332861.2022.2031982
https://doi.org/10.6007/ijarbss/v13-i1/15728
https://doi.org/10.1016/j.jretconser.2023.103385
https://doi.org/10.24843/eeb.2023.v12.i03.p05
https://jier.org/index.php/journal/article/view/557
https://repo.undiksha.ac.id/5187/
https://doi.org/10.31932/jpe.v7i3.2123
https://doi.org/10.47647/jrr.v6i1.2132
https://doi.org/10.1108/tqm-02-2022-0052

